PRODUCT MANAGER SUMMARY 
3-PACK ATTACK 

MULTI-PACK CIGARETTE PLUS SELL PROMPTION 


A. PURPOSE 

The objective of the Plus Sell Promotion is to increase sales of 3-pack 
cigarettes through a strong plus selling campaign, 7-Eleven stands to 
gain incremental pack sales and profit production both short and long 
term via the "3-For" strategy. 

The goal established for the Plus Sell Promotion is a 50% increase in 
average per store day 3-pack unit sales (6 units P/S/D). 

B. DESCRIPTION 

The promotion was developed through an outside promotion agency - David 
Krutchik, Inc. It involves store crew/management incentive program 
designed to reward and recognize those who exceed their 3-Pack sales 
goal by the highest percentage (see details in the attached brochure), 

David Krutchik, Inc, is responsible for administering the promotion, and 
reporting sales during and two months after the promotion period. 

C , "•'.J-'^ TIVE MEASUREMENT 

Z'.\re it sales are actual sales reported by-store in each District. 

. ;.oss profit dollars are calculated using current package 

price points and profitability. 

D, LOCATION 

A total of 515 out of the 596 stores in the Capitol Division are parti¬ 
cipating in the promotion. The promotion began with 428 stores, but 
87 franchised stores were added during the first month making the tocal 
515 stores, 

E. TIMETABLE 


The promotion period covers November and December, 1984. This summary 
recaps the results for November only, 

A sales base was established using per store/day units for the two 
months before the promotion started. 

Sales will be reported for the two months after the promotion to measure 
the residual sales effect. 


Source: https://www.inclustrydocuments.ucsf.eclu/docs/lgbn0004 
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F. COSTS 


Costs associated with the promotion are as follows: 



Program Origination and Management 
Sales Brochure 
Administration/Logistics 
Prizes/Awards for Personnel 

Sub-Total 

*Less Contribution by Philip Morris 
TOTAL 


$ 10,000 
$ 7,500 
$13,075 
$18,925 

$49,500 

- $ 10.000 

$39,500 


* Philip Morris provided brand identified P.O.S. 
to all participating stores. In addition, Philip 
Morris contributed $10,000 towards promotion 
funding. 


G, 


Li 


In November, average per store day 3-pack unit sales were up 25% as 
opposed to the goal of 50%. Total 3-pack unit sales however, were 
up 50% over the base period. This was due to the addition of 
the 87 stores not previously participating in the "3-For" program. 
See the chart below; 



3-PACK 

i! OF 

3-PACK 

3-PACK 


TOTAL UNITS 

STORES 

A/P/S/M UNITS 

A/P/S/D UNITS 

November 

231,750 

515 

450 

15 

Base 

154,080 

428 

360 

12 

+/- Units 

+ 77,670 

+ 87 

+ 90 

+ 3 

+/- % 

+ 50.41% 

— 

+ 25.0% 

+ 25.0% 


The gross profit dollar increase is calculated as follows; 


Existing 3-Pack Stores (428) 

Inc. Units P/S/D - 3 

*Inc. G.P.S's P/S/D - $.7512 
Inc. G.P.$'s P/S/M - $22.54 
Inc. G.P.$’s Total 


$ 9,647.12 


Source: https://www.industrydocuments.ucsf.eclu/docs/lgbn0004 




044368644 



Product Manager Summary 
3-Pack. Attack 

Multi-Pack Cigarettes Plus Sell Promotion 
Page -3- 

G. RESULTS (Cont'd) 


New 3-Pack Stores (87) 


Inc. Units P/S/D - 15 

*Inc. G.P.S's P/S/D - $3.76 

Inc. G.P.S's P/S/M - $112.80 

Inc. G.P.S's Total 

COMBINED G.P.$ INCREASE 


$ 9.813.60 


$19,460.71 


(^Project one pack of each 3-Pack sold as incremental x $.2504 
per pack current profitability.) 


H. CONCLUSIONS 

Although the Plus Sell Promotion achieved only half of the 50% increase 
in average per store day 3-pack unit sales, it did encourage several 
franchise stores to participate in the "3-For" program. The new 
3-pack sales from non-participating stores combined with the increase 
3-pack sales from existing stores produced a 50% increase overall, and 
based on this, the promotion can be viewed a success to date, 

December most likely will be as good a month as November, if not 
better. It is also likely that a payout will be realized over the 
60 day promotion period. 



The prom.otion was designed to stimulate 3-pack sales at store level, 
which it has done. It certainly stimulated enough interest to bring 
87 new stores to the table. This should be an important consideration 
for other franchised areas if the promotion is expanded beyond the 
test phase. 

Finally, the true measure of the promotion's success will be the Level of 
residual 3-pack sales maintained after the promotion period. If the stores 
continue at a 50% unit Increase, the long term benefits will be 
substantial. 


I. RECOMMENDATION 


A decision to expand the use of the Plus Sell Promotion can be made 
after monitoring the results for December through February. 


J. NEXT STEPS 

1) Report findings for November/December by January 25th. 

2) Final recap of the promotion with recommendation for expansion 
by March 22nd. 
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Source: https://www.inclustryclocuments.ucsf.eclu/clocs/lgbn0004 



